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Abstract

The existing literature has confessed that childrame an influence on parent’s buying decisionsafavide
range of products. This study is based on survgyogeh and aims to examine the impact of childran o
parent’s buying decisions regarding children andnfly related product groupsA sample
of mother’s along with their children aged betwé&eh4 yearsvas studied in Delhi (India). Results of the study
mostly supported the findings of previous reseachngth certain exceptions. Moreover the influenéehild

on parents buying decisions is found to be dependen some demographic characteristics of
children, mothers and families.
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1. Introduction

There is no doubt that children establish a sigaift marketing zone and today they have a more riupio
place in the society than their parents ever h&gyTare not only consumers but have emotional iraroent
direct or indirect on parents buying decisions. Tlagging effect which they exhibit over their pdseis
increasing day by day with the increase in smatlilia system in which child remain the centre of omjance.
The amount of influence exerted by children diffenem product type, decision stage, family, chitdrend
parental demographic characteristics etc. Cultbeadkground also has an important role to play oild'sh
participation. Although India has preserved itsueal but still its culture has undergone throughptteeess of
metamorphosis resulting in to some changes in famitucture, increase in number of working couples,
delegation of authority etc. This type of reseahnels not been conducted in Delhi (India) and hefmniiglren
influence upon parents during their inclinatiorctmose the same local/domestic and imported/fongigducts
has not been examined so for. Hence this studpdsmaken to evaluate all the factors that haverghtence
on it and the findings of this study would be halgb marketers who would be interested to reagidha to
this children’s market. The main objectives of théper are:

* To study the differences in the amount of influeegerted by children in the purchase of same local
domestic and imported / foreign products.

* To study the role of children in family purchasecid®mns with regard to children and family related
products.

» To study the impact of children, mother and fantharacteristics on children’s influence on parents
buying decisions.

2. Literature review

Today children are not only passive observers liy have taken a considerable place in the fanaligshave
a significant influence on parental buying decisioAccording to Wimalasiry (2004) the increase loé t
children influence on parents buying decisions wstrof the developed countries can be attributedatmous

reasons. First; increase in number of working ceupkulting in to cash rich and time poor societgt hence
increasing the influence of children on parentgos€, the shift in the family setup from joint fdies to

nuclear families, allowing the influence of childr@n parents buying decisions; third, lesser nunide
children per family, resulting in increase in theylng power of each; fourth, the repeated exposunmedia

resulting in socialization of children which in turesult in to children influence on parents buyilegisions etc.

Children influence on parents buying decision mgkiraries by product type, child, parent and family
characteristics etc. Most of the studies have shitnat children yield more influence in purchaseisiens for
children related products like toys (Burns & Haoris1985, as cited by Kaur & Singh 2006); cerealsl¢B et
al. 1985, as cited by Kaur & Singh 2006 ); sna@suja & Stinson 1993 ) and children’'s wear (F@mand
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Tansuhaj 1988). Children have also been pragmatigield their influence for family related produdike
vacations (Ahuja & Stinson 1993; Belch et al. 1985, cited by Kaur & Singh 2006); Family eating out
decisions (Filiatrault & Ritchie 1980, as cited Kgur & Singh 2006) and movies (Darley and Lim 198&)
few researchers have studied the role of childretvath family and children specific product (Foxm&n
Tansuhaj 1988; Mc Neal & Yeh 1997). Children weverfd to have less authority and less influenceaomly
related products which involved more financial tgses and more influence for their personal usagdyzts
(Manglerburg 1990). In a similar type of study Namow (2007) revealed that children have more impac
the purchase of book/comic, shoes for school, PfBegaetc. and less impact on the purchase of fialnci
products like life insurance, car for family, fagntholiday trip. Wilson and Wood (2004) revealechis study
that parents ranked cereals the most influencedustacategory followed by frozen foods, juice ardjetables
in their study. Dhobal (1999) stated that in netwaur rural families in India, children were influens for their
personal care products, financial products and athmal products while as they were buyer for thmify
toiletries and initiators or gatekeepers for thechase decision of household products. Variousarekers have
revealed that a number of factors play a subsfartia on children’s influence on parents buyingid®ns
across different product categories. Berey & PolE868, as cited by Kaur & Singh 2006) studied reotthild
dyads in purchase of break- fast cereals and fahatl in most of the products parents are internmgdia
purchasing agents for children. In such situatichgddren’s influence on parent’s purchase decisitns
governed by two factors as children’s assertiveaesisparent’s child centeredness. The study shdwatdnore
assertive the child or more children cantered théhar is, more probable the mother will buy thdchiesired
brands. The research also revealed that mothet’asagatekeepers and bought products that weigigdirn
nutrition. The findings were further strengthengdtbe studies of Chan & McNeal (2003) which revdaile
China that child assertiveness can increase tkehilod of children’s having his or her brand bdiogght. In
general children exert more influence on produatsafich they are primary consumers (Lee and Be2002).

Other factors affecting children’s influence incdudhildren characteristics like gender and agéefchildren.
Studies on gender have shown that boys are mdreeitfal for products like video games and CD'’s velas
girls influence was seen to be high in househ@dhé like cloths, bakery items and writing papersifA1978;
Lee & Collins 1999; McNeal & Yeh 2003). Their infloce was also seen too high in entertainment amd fu
items (McNeal & Yeh 2003). Gender differences weds® studied by Maccoby (1990) who indicated tlmitsb
and girls do not vary in their number of influenefforts, but do vary in their influence style. Ka&rSingh
(2006) revealed that male adolescents showed gresidency towards store choice, consumer knowledge
more materialistic values, while as female adoletscehowed greater tendency towards informatiorckesnd
cognitive differentiation. Lee & Collins (2000) slied parent- child shopping behaviour and discavehat
fathers are more inclined towards sons and feekngomfortable with sons during shopping than daerght
Daughters support their mothers in purchase dewsis mothers fell comfortable discussing sevarattases
with their daughters. Sundberg et al. (1969, asegudy kaur & Singh 2006) revealed that in Indialsg
perceived their families are more cohesive tharsdodian boys, though the total difference washat much.
Kaur & Singh (2006) reported that in India sex @iffnce has more roles to play on parental buyingsidea
that in America.

Children age was considered to be very importariabke that determine the extent of influence aleifdhave
on parents buying decisions. McNeal & Yeh (2003him study revealed that there exists positivetiaiahip
between age and the influence on parents buyingidac Older children were seen to influence mdrant
younger children (Darley and Lim 1986). Studietdin (1978); Moschis & Mitchell (1986) showed thaith

the increase of age of child, the influence in fgmurchase decision increases. This is due ta#welopment
in cognitive abilities of the child. Moschis & Mo® (1979) in their study established a positiveoaisgion
between the adolescents’ socio economic backgranddhe degree of brand preferences for severdupts.
Age was found to a very important determinant faef@rence of friends for as a source of informatidhe
study also showed inverse relationship betweenaageparental advice. It was seen as the age afhitdren
increases their dependency on parents for shom@oeases and they tend to become sophisticatetmens
(Ward et al. 1986). Studies of Ward & Wackman ()9t®wed that younger children between the agéisef
to seven prefer to purchase products like toysgamdes where as children between the age of elevevetve
influence in products like clothing and recordelduahs. Marquis (2004) discovered in his study thulideen

look at things from various angles and admit oth@pinions. Further he noted that children requestome
harder to refuse from parental side as they gralerolfor example the parental tendency to refusmayears
old child’s request is less than a five years diidtiés.

Another group of factors having a substantial inhfmercchildren’s influence on parents buying decisiinclude
parental age and family income. Jenkins (1979ndoa direct relation between parents married lifid a
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children’s influence and revealed that longer thapte has been married, more will be the impaathiiiren
on parents buying decisions. The results were éarshipported by the studies of Foxman, Tansuhajiston
(1989) who established that children influence Ww#l more in families having older parents. McN&&92)
discovered that families dedicated to their capsmstpone children in initial stage but have a gex@ectation
for the arrival of new one at latter stage, hense ghem more importance and had a great respedhéir
opinions ( McNeal 2007).

Family income was also found to have a positivati@hship with children’s influence. Studies conigucby
Jenkins (1979) and Atkin (1978) confirmed that @téh influence higher in high income families or
economically sound families. Prahalad & Liebertf2003) studied the development of low income market
around the world and revealed price sensitivityhiea consumers of such markets. Therefore the vaaede
passed to children too, which makes the childresumh low income markets price sensitive. Word 74)9
Moschis & Churchill (1978) and R.L. Moore & Moschi$979) suggested that in high income families more
parent—child interactions take place related talpase decisions making, because they have moosegto
economic world than low income families. Beauty &lJade (1994) verified that children in high income
families will have more influence on family purckagecisions, what can be explained due to accbisibf
funds. However the studies of Atkin (1978) and W& Wackman (1972) did not found any impact of
socioeconomic status on children’s influence attismyeloso et al. (2008) revealed in their studst tharents
in low income families take their children to sealdouying trips, because they don't have any ontalte care
of them, hence spend more time in shopping enviesmimYoung (1999) found that children in low income
families make more purchase requests because theyae frequently exposed to advertising thandeéii of
high income families. Gorn & Goldberg (1977) stutlibat parents in low income families valued thidean’s
purchase requests more as compared to high incamige’s and hence children in such families infleexhthe
family purchase decisions more than high incomeilfasn Although children in low income families aiid
have lower participation in family purchase deaisicand these families can afford risking their tarist
budget, but literature is not clear on this poRitg (1992) studied in India a positive relatiopshietween
family income and children’s influence. Childrendreging to families who were economically soundibitad
more influence than those who were not. Hundal 12@® a similar type of study in Amritsar district Punjab
revealed that family purchase decisions linkedurxipase of durables is influenced by children aféme final
purchase is made by parents alone.

Other factors should also be born in mind like rofesocialization agents; media impact etc. thathdwe a
considerable impact on children influence in fanpilychase decisions.

3. Research Methodology

In order to understand the impact of children omepés (mothers) purchase decision to buy any tyipe o
product or brand, primary type of research was ootadl in a field study. The primary data was codldc
by interacting with the parents (mothers) with tiedp of structured questionnaires. Each questioanaas
printed in both languages; English and regionaylemge Hindi. Each questionnaire was inserted wotines
pictures among the questions. The reason for tasthat visual facilities such as pictures stineutabtivation
and concentration towards the questions (MelzeaL& Middelmann-Motz 1998). The questions were
personally administered and any clarifications loa iesearch topic or difficulty in understanding tjuestions
were attended on site that ensured 100% respoteseTiize research questions were framed by goiraugftr
the available data and by examining the researglons. It is assumed that demographic charactesisif
children play a vital role on parent’'s choice/sttat of products. Hence we incorporated such chearistics
like gender and age of children in the study. Alsmious types of research papers were reviewedtands
found that children impact depends on some dembgrdeatures of their parents. Hence we incorparatech
features of parents as well; age of mother and hhpiicome.

Based on the literature review, we took two typeproducts — products purchased for children amerotype
exclusively for family use. The type of productsghased for children involved Lays, Shoes, choeolatcal
and imported, juice local and imported. A differéyppe of products purchased exclusively for fanmiyolved
dining outside, vacations in India and abroad, oalsinstrument, car and home appliances. The asstoer
different questions were collected by using a teimpscale; in which 1 signified no impact and i@ngied
strong impact. An average and t- test statisticevbeing calculated where average representedrdmgth of
children’s impact and t- test statistics represgnte differences between the means. T test fagpieddent
samples was applied for calculation of differenaésneans between gender of children, different grgeips,
mother’'s age and income categories. T test foredagamples was applied for calculation of diffee=nof
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means between products of children and family e survey was carried out in Delhi & NCR and
employed non-probabilistic conveniensampling.The analysis of data was done through StatisReakage
for the Social Sciences (SPSS 16).

3.1 Demographic profile
Insert table (1.1) here

The overall profile of the sample population isegivin the table (1.1)A sample of 200 mothers with their
children was studied during March — October 201ie Proportion of questionnaires collected from reah
was almost in equal percentage between 25-35 wear86-60 years. 13% of women sample was from fasnil
having income up to 5000 rupees, half was from li@mhaving monthly income from 5001 t015000 rupeed
rest portion was from the families having monthtigame above 15000 rupees. The proportion betwegs bo
and girls was also equal. The children belongettitee age groups; 16% was from 3-6 years, 58% rgas 7-

10 years and rest was from 11-14 years.

4. Findings and Discussion

4.1 Product selection
Insert table (1.2) here

The findings for impact of children on product stien using 10 point scale are shown in the tablg)( It is
seen that children had different impact on purchaseelected products. Women perceived that thaldien
had more impact on the selection of Lays. The impacselection of local Chocolate was less (difieeefrom
Lays t= - 5.1, p < 0.001). Almost same impact aleifdhad on the selection of Cloths. The third gradych
mothers perceived was less influenced by theidodil included Vacations in India, Dining outsideysital
instrument and local Juice. A significant differenwas observed between children’s impact on seledif
Vacations in India and branded Chocolate (t=3.04,0005). Even though this group was less imporanistill
the importance was more than the last group. Ttaismincluded products namely branded Chocolatesided
Juice and Vacations abroad. The last group of ptsdahich mother’s perceived was least influencgdhieir
children included Car and Home Appliances. The ichpa selection of Car was less (difference froncaten
abroad t = - 3.24, p < 0.05). Hence it can be dtttat children have virtually no impact on adultsdection of
Car and Home Appliances.

4.2 Impact of Gender of children on Product selection
Insert table (1.3) here

The findings for impact of gender of children omguct selection are shown in the table (1.2). itriderstood
that numerous differences were noted comparingchildren’s impact on adults purchase decisions eetw
different genders of children. Girls were seenawehmore impact on the selection of branded chteoldan
boys (t= 5.12, p< 0.001). The similar type of impaeas seen on the selection of branded juice @%,3< .05).
These differences clearly indicate that girls hsigmificantly more impact on parent’s decision nmakrelated
to imported chocolates and branded juice.

4.3 Impact of Age of children on Product selection
Insert table (1.4) here

The findings for impact of age of children on protlselection are shown in the table (1.3). It idenstood that
numerous differences were noted comparing the m@rild impact on parent’s purchase decisions between
different age groups. It is seen that children’péct on selection of shoes increases with ageyi®6< 7-11

yrs. < 12-16 yrs.). Likewise significant differerscevere found on selection of musical instrument$ laome
appliances. Children between 3-6 years were foondidplay less impact on parent’s selection of wcalsi
instruments and home appliances than children lestwell years and 12-16 years. Thus it can be eded!
that as the children grow older, their impact orep#s selection of various items increases.

4.4 Impact of Age of mother on Product selection
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Insert table (1.5) here

It is also believed that some parent’'s charactesistlso have a significant impact on children’shdgour
related to an influence on parent’s product sedectiable (1.3) reveals the impact of parent’s agehildren
product selection. It is seen that women betweeB3$ears ranked their children’s impact for setecbf lays
higher than women between 36-60 years (t= 1.950®5). Likewise the similar result were seen &aral juice
(t=1.71, p < 0.10) and branded juice (t= 1/5#%,0.10).0n the other hand older women betweef®B@sears
perceived that their children had more impact dection of musical instrument (t = - 4.08, p < 0.@5d home
appliances (t= - 2.33, p < 0.10 ).Thus it can bectaled that young mothers involve their childremydn the
selection of their own products only, but as thahmo grows older, they involve their children iretbelection
of home related products too.

4.5 Impact of Income of family on product selection
Insert table (1.6) here

At last the effect of family’s monthly income wases to have a significant impact on children’suafice on
parent’s product selection Table (1.3). It is s#& mother’s belonging to family’s having montlhgzome up
to 5000 rupees regarded their children’s impacselaction of branded juice less than the mothexisriy their
families monthly income between 5001- 15000 rugéees 1.80, p < 0.10) and above 15000 rupees &67, p

< 0.05).Similar type of results were found in caféranded chocolates (t= - 3.39, p < 0.05; t=563p < 0.05)
and dining outside (t= - 3.35, p < 0.05). Henceah be concluded that mother’'s belonging to familiéth
higher income pay a lesser extent of attentioréoprice of the products and involve the childrarsach type
of product purchases. At the same time the famhi@gng monthly income up to 5000 rupees perceied
higher impact of children on selection of musicatiuments than families having income between 506000
rupees (t= 1.93, p < 0.06).

5. Conclusion and future Recommendation’s

The research revealed that children had more impadhe selection of children specific productygldocal
chocolate and shoes) than the products for fansiéy tHlence a vigorous study needs to be undertakerevan
extensive range of such type of products can bentdk to study so as to finalize the results fas twhole
product category.

Gender and age of the children was also found we laa impact on parent’s product selection. Iteisrsthat
children’s impact on selection of cloths, musiaadtiuments and home appliances increases with fige o
children, hence supporting the research findingstloér researchers in other countries.

Mother’'s age was also found to have an impact aerpa product selection. It is seen that younghect
involve their children only in the selection of kelien specific products only, but as the mothemgrolder,
they involve their children in the selection of honelated products too.

At last families monthly income was also seen teehan impact on parent’s product selection. It s@esn that
mother’s belonging to families with higher incomaypa lesser extent of attention to the price ofgreducts
and involve the children on such type of product
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Table (1.1) Demographic profile

Table (1.2) Product selection

Category Total
Lays® 8.33
Chocolate (Localf 7.10
Shoeg 7.02
Vacations in Indid 6.45
Dining outside’® 6.25
Musical instrument 6.24
Juice (Localy’ 6.00
Chocolate (Branded) 5.65
Juice (Branded) 5.61
Vacations abroad 5.37
Car® 4.56
Home appliance® 4.21
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Table (1.3) Impact of Gender of children on Producselection

Gender (Children’s) Girls Boys t-test Sig.

Lays 8.8 7.7 2.13 0.55

Chocolate (Local) 7.7 6.6 1.71 0.70

Shoes 7.5 6.2 2.33 0.198

Chocolate (Branded) 7.0 4.3 5.12 0.000

Vacations in India 6.9 6.0 1.73 0.388

Dining outside 6.7 5.9 1.31 0.731

Vacations abroad 5.9 5.2 1.22 0.866

Musical instrument 6.1 6.3 -0.38 0.190

Juice (Local) 5.8 6.1 -0.54 0.133

Juice (Branded) 6.2 4.4 3.37 0.020

Car 4.2 4.7 -0.97 0.202

Home appliances 4.0 4.3 -0.73 0.319

Table (1.4) Impact of Age of children on Product dection
Age (Children’s) 3-6 7-11 | 12-16 | t-test Sig. t-test Sig. t-test Sig.

Yrs. Yrs. | Yrs. 3-6/7-11 3-6/12-16 7-11/12-16

Lays 9.2 8.4 7.5 1.11 0.15 1.88 0.12 1.46 1.26
Chocolate (Local) 7.0 7.7 6.5 -0.972 158 0.66 70.8 | 1.96 0.43
Shoes 5.5 6.7 8.2 -1.66 0.37 -3.31 0.003 -2.44 0.006
Chocolate (Branded) 5.9 5.8 5.4 0.13 0.70 0.61 1.03 0.65 2.99
Vacations in India 7.1 6.1 6.9 1.38 132 0.24 1.14 -1.31 0.09
Dining outside 6.0 6.7 6.1 -0.97 0.66 -0.12 0.29 0.98 1.70
Vacations abroad 5.3 5.1 5.8 0.27 060 -0.61 0.59-1.14 0.19
Musical instrument 4.1 6.4 7.4 -3.19 0.04 | -4.03 .001 |-1.64 .075
Juice (Local) 5.6 6.5 5.1 -1.25 0.53 0.62 1.06 1.32 0.08
Juice (Branded) 5.8 5.6 5.1 0.26 3.78 0.85 1.04 1038 0.66
Car 3.5 4.8 4.2 -1.30 0.14) -0.83 0.09 0.97 3.01
Home appliances 2.8 4.3 4.6 | -2.08 0.02 -2.21 0.042 | -0.49 1.63
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Table (1.5) Impact of Age of mother on Product setgion

Age (Mother’s) 25-35 Yrs. 36-60 Yrs. t-test Sig.

Juice (Local) 6.4 5.5 1.71 0.08

Juice (Branded) 5.9 5.1 1.57 0.09

Chocolate (Local) 7.3 7.1 0.38 0.30

Chocolate (Branded) 5.6 5.5 0.19 0.23

Lays 8.7 7.7 1.95 0.02

Shoes 6.4 7.3 -1.75 0.46

Dining outside 5.7 6.8 -2.13 0.13

Vacations in India 6.1 6.7 -1.17 0.46

Vacations abroad 4.8 5.7 -1.75 0.30

Car 4.1 4.7 -1.16 0.71

Home appliances 3.6 4.8 -2.33 0.08

Musical instrument 51 7.2 -4.08 0.002

Table (1.6) Impact of Income of family on product slection
Family Income / Monthh Up to | 5001- Above 15000 | t- test Sig. t- test | Sig. t- test | Sig.
(Rs.) 5000 15000

@@ (3) (1-2) (1-3) (2-3)

Juice (Local) 7 5.6 6.8 15 0.18 0.21 0.13 -1.95 .530
Juice (Branded) 3.7 5.3 7.1 -1.80 0.08| -3.67 | 0.01 |-2.93 | 0.15
Chocolate (Local) 7.5 7.4 7.3 0.11 0.29 0.21 0.16 .180 | 0.14
Chocolate (Branded) 3.1 6.1 6.4 -3.39 0.002| -3.56| 0.008-0.47 | 0.76
Lays 7.3 8.2 10 - 1.01 0.96 -2.91 0.38 -2.93 40.
sShoes 6.3 6.7 8.2 -0.45 2.20 -2.06 0.82 -2.46.58 0
Dining outside 4.7 6.3 7.8 -1.80 0.18|-335 | 0.02 |-2.45 | 0.39
Vacations in India 5.7 6.2 7.6 - 0.57 1.61 -2.05 .630 | -2.28 | 0.61
Vacations abroad 5.2 4.8 6.3 0.47 0.53 -1.18.25 -2.45 | 0.36
Car 5.9 3.7 5.3 2.48 0.25 0.65 0.52 -262 0.2
Home appliances 5.3 3.7 5.1 1.81 0.18 0.22 0.15 .27 2| 0.29
Musical instrument 7.5 5.8 6.7 1.93 0.06 0.86 0.78-1.47 | 02.6
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